The higher educational institutions operate in more competitive environment hence it is essential for them to be more service oriented. In a growing economy like India, where higher education institutions are struggling to match international standards, there is a dire need for Indian universities to improve the quality of services aiming to match global standards. The present study tries to contribute service quality literature in the higher education context by proposing a model to test the relationship between the dimensions like academic aspects, non-academics aspects, reliability and empathy with regards to behavioural intentions. Finings suggests that service quality has positive impact on behavioural intentions. Students who are well informed due to universities' efforts in marketing communication and its relevant attributes are very vocal about the non-academic aspects of service quality. The study proposes the relationship with dimensions of HEdPERF in service quality to link intentions of students.
Introduction
Socio-economic development of any society has been mainly fuelled by education sector among other service sectors in general and higher education in particular contributes majorly in the growth of society (Senthilkumar and Arulraj, 2011) . However, higher education sector in India is experiencing new forms of challenges due to internationalisation, paradoxical reform in university administrative structure and most importantly inability of their global competitiveness (Senthilkumar and Arulraj, 2011) resulting into students' mobilisation and switching. Recently, student-consumer market relationship dynamics with higher education institutions is of increasing interest to concerned stakeholders (Vauterin e al., 2011) .
The environment in which higher educational institutions operate is becoming more competitive and is leading to increased opportunities and options available to the students (Lapina et al., 2016) . QS World University Rankings (2016) report states that no Indian university finds place in the top 200 and thus preventing students to mobilise in universities abroad. It is a big concern that requires profound change in orientation and offering. As a result, universities adopting the mindset as the provider of higher education consumer services have now started reshaping the service orientation as being more market driven (Vauterin et al., 2011) to enhance student retention (Ackerman and Schibrowsky, 2008) . In fact, there is a dire need for Indian universities providing higher education to improve the quality of services aiming to match global standards. Therefore, understanding of how students evaluate service quality is becoming more important for universities in order to decrease cost and gain competitive advantage (Bayraktaroglu and Banu, 2010) . Parasuraman et al. (1988) defined service quality "as the customer's assessment of the overall excellence or superiority of the service" (Liang and Zhang, 2009) . As pressure stemming to maintain existing students in highly competitive environment, universities must understand how students' intention to pursue same university is influenced by perceived service quality which will provide university managers an understanding its criticality in retaining students.
Admittedly, literature on service quality outlines the SERVQUAL conceptualisation by Parasuraman et al. (1985 Parasuraman et al. ( , 1988 Parasuraman et al. ( , 1994 which had many criticisms recorded. However, SERVQUAL has now been recognised as one of the 'stalwarts in the services marketing management theory' (Hooper et al., 2013 ). The SERVQUAL model has great detractors as many scholars argued that service quality was inferred from quality of service environment (Pollack, 2009; Hooper et al., 2013) . Service quality measurement through SERVQUAL had low variance and thus performance-based measures have been continuously receiving a support from scholarly authors (Cronin and Taylor, 1992; Boulding et al., 1993; Teas, 1993; Quester et al., 1995; Firdaus, 2006) . Many studies have extensively used SERVPERF developed by Cronin and Taylor (1992) having greater validities, higher explained variance and less bias (Firdaus, 2006) .
In addition, it was felt that SERVPERF requires more modifications to apply the fundamentals of service quality in other context such as education (Soutar and McNeil, 1996; Owlia and Aspinwall, 1997) . Previous studies considered that services in education context should be measured separately from other services which lead emergence of scale called higher education performance (HEdPERF) . Looking at the need to consider higher education differently from other services sector, more comprehensive and validated instrument in higher education was HEdPERF developed by Firdaus (2005) .
Importantly, studies have been scant in what influences the service quality which provides insights for universities in order to enhance students' behavioural intentions. In this context, service quality perceptions are barley influenced by the degree of information students possess through media, leaflets, seminars, etc. If students know much about process, people and physical evidence with precision, it would be really helpful to universities in enhancing then service quality performances and thus their students' behaviour (Sultan and Wong, 2012) . Therefore, the purpose of the study is to understand the influence of information on service quality and behavioural intention relationship in higher education services sector in India.
Acquiring and retaining students is a burning issue for universities which are very aggressive in promoting their brands. The competitive rivalry among various universities is very intensifying for full-fee paying students (Sultan and Wong, 2010) and India is no exception in higher education, sizable number of universities has increased vehemently in short span of time which are going to compete with resources locally as well as internationally. However, Kotler (2003) opined cost of maintenance is much lesser than. Therefore, university managers are forced to pay attention on service quality perception of students and its influence on behavioural intention so as they can retain more students involved in positive word-of-mouth (WOM).
Moreover, strategies for attracting students are nowadays becoming extremely marketing-centric where higher education sector is a market place and universities as marketable services. Henceforth, universities have increased many marketing activities with increased frequency and exposure with exploring all possible touch points. This has made a subtle change in existing cognitive structure of students and therefore they are now more aware due to access of information about university attributes. However, less attention was paid in literature in studying the role of information of service quality due to such marketing communications in service quality-behavioural intention relationship in Indian higher education services sector. This study aims to fill this gap.
The reminder of the paper is begins with related literature on Indian higher education and role of service quality in general and HEDPERF in particular, followed by interplay of information in service quality-intention relation. Next section focuses on research methodology, i.e., sample, measures and reliability followed by data analysis. Thereafter, findings are well presented and discussed in light with managerial implications. Finally, limitations of the study are put forward.
Review of literature

Indian higher education sector and service quality
Quality in higher education sectors literature has been dominated by either SERVQUAL or SERVPERF. In this context, many scholars attempted to understand service quality dimensions using one university sample over multi-university/multi-country sample. One university sample was studied for evaluating service quality perception by LeBlanc and Nguyen (1997) in Canada, Joseph and Joseph (1997) in New Zealand, Li and Kaye (1998) , Oldfield and Baron (2000) , Smith et al. (2007) and Angell et al. (2008) in UK, Gatfield et al. (1999) and Sultan and Wong (2012) in Australia, Stodnick and Rogers (2008) in USA, Rojas-Méndez et al. (2009 ) in Chile and Abdullah (2005 , 2006a , 2006b , 2006c , Chang et al. (2013) in Malaysia.
Different dimensions of service quality in higher education have been studied in recent literature originating from various countries such as Jordan (Twaissi and Al-Kilani, 2015) , Iran (Enayati et al., 2013; Abili et al., 2012) , Albania (Çerri, 2012) , Finland (Vauterin et al., 2011), South Africa (De Jager and Gbadamosi, 2010) , Japan (Sultan and Wong, 2010) , Greece (Trivellas and Dargenidou, 2009) , etc. Notable majority of studies were taken Euro-American context as compared to Asian countries and more specifically Indian conditions (refer Table 1 ). In this part of world, the literature was very silent except few instances such as Palli and Mamilla (2012) , Senthilkumar and Arulraj (2011) , etc. Sultan and Wong (2010) concluded that dimensions of service quality vary across industries; service types, country and culture, and even by providers. Therefore, conceptualisation of service quality is dependent on study perspectives. Nevertheless, there are still unresolved issues with regard to the measures of dimensional approach to service quality as many scholars have criticised the service quality approach based on their expectations and/or perception. Parasuraman et al. (1988) firstly developed 22-item scale measuring expectations and perceptions in retailing organisations and after that it was acclaimed as a most contributing framework in services marketing literature (Arambewela and Hall, 2006) . Followed with critique in original SERVQUAL, service quality scale for higher education sector, i.e., HEdPERF scale is a recent phenomenon (Abdullah, 2005 (Abdullah, , 2006a (Abdullah, , 2006c . The comparative results showed that the HEdPERF scale captures more variance relative to that of the SERVPERF scale. The HEdPERF scale is a four dimensional construct conceptualised on the SERVPERF scale or performance-only scale (Abdullah, 2005) . The factors were namely 'academic aspects', 'non-academic aspects', 'reliability' and 'empathy'. This four construct HEdPERF was used as a conceptual framework in this study. Focal concepts such as service quality directly or indirectly influence consumers' behavioural intention as outlined in majority of service marketing research. Chaniotakis and Lymperopoulos (2009) studied the influence of service quality on intention to engage in WOM behaviour. In the same vein, Chang et al. (2012) investigated the interdependent relationship among focal constructs. From these arguments, the following hypotheses were developed (refer Figure 1 ): H 1 Academic aspects of SQ are positively related to students' behavioural intentions.
Service quality performance (HEdPERF) and behavioural intention
H 2 Non-academic aspects of SQ are positively related to students' behavioural intentions.
H 3 Reliability is positively related to students' behavioural intentions.
H 4 Empathy is positively related to students' behavioural intentions.
Service quality and information
When interacting with 'moments of truth', the knowledge about service quality of educational university helps students in evaluating service quality attributes properly. Students usually see advertisements of universities, collect information about infrastructure and other physical environment and its service provision ability (Rowley, 1997) . Students are usually exposed to many marketing communications in the form of leaflets, advertisements, articles in new paper/magazine, etc. provided cues that influence the way students comprehend and persuade the information (Devlin et al., 2002) and hence learning. Sultan and Wong (2012) argued that information about service quality is greatly influenced the service quality perception. They found that service quality is significantly affected by reliable information. Therefore, it is argued that service quality-intention link behave differently for students who are well aware and informed indicating role of information as moderating variable. Based on this discussion, it is hypothesised that:
H 5 Service quality perception-intention link is different for informed students and uninformed students. 
Sample
205 undergraduate and post-graduate students from one of the private universities in Gujarat state of India were selected. The private university is deemed appropriate as they are more likely to face stiff competition for student acquisitions as they drastically increased in short span of time and thus they are very aggressive on creating brand awareness. The structured questionnaire was administered and collected in person. From this convenience sample, 35 questionnaires were returned incomplete and thus usable sample of 170 was used for subsequent analysis. Of 170 students, the sample was balanced on gender (50% male and 50% female), dominated by age group of 25 and less. Moreover, 60% of students were enrolled in graduation program, 72% of students were commuters and 73% students were fall in family income class of less than 5 Lacs. Table 2 depicted that the scales with items and the sources from which they are adopted. All the statements were measured on five-point Likert type scale anchored with strongly agree (5) to strongly disagree (1). Moreover, reliability of scales was computed to examine the internal consistency of items within scale. For this, Cronbach alpha was generally calculated to establish the reliability. Table 2 showed that alpha values of all constructs were well above 0.6 (Cronbach, 1951) indicating that scales are reliable.
Measures
Data analysis
In accordance with hypotheses developed in literature section, students' behavioural intentions were taken as dependent variable while four dimensions of HEdPERF-SERVPERF namely academic aspects, non-academic aspects, empathy and reliability were taken as independent variables. The summated scores of all IVs and DV were considered as input data in SPSS 20.0® version. Study revolved around measuring the impact of service quality perception of students on their behavioural intentions and therefore multiple regression analysis was appropriate as all variables in this study were measured on metric-level data. Admittedly, role of information of service quality was also considered the main concern for university administrators and therefore this variable was taken as moderator. The respondents were categorised into two groups: 'informed' that have already collected information about university and its programs (coded as 2) before enrolment and 'uninformed' that have not collected any information (coded as 1). Separate regression analysis was performed for each group and results were then compared.
Relating service quality to intentions for uninformed students
Among uninformed students, multiple regression analysis was performed for behavioural intention. Enter method was used to feed all IVs together. The model containing four IVs, one DV was found to be significant [F (4, 20) = 10.615, p < 0.001] indicating the model fit (Table 3 ). The percentage variance explained by this model was 0.680, i.e., 68%. In fact, it concludes that behavioural intention among students who are not so informed and aware is explained up to 68% by all these four independent variables. Note: *significant at p < 0.001 level; R-square = 68%.
In addition to this, it was found that the all the IVs have variance inflection factor (VIF) values lower than ten indicating the absence of the issue of multi-collinearity in data. Moving ahead, Table 4 depicted that non-academic aspects were significant determinant of behavioural intentions (p < 0.05, t = 2.614; = 0.798). The relationship was significant positive. However, HEdPERF dimension such as academic aspects, and SERVPERF dimensions such as reliability and empathy was found to be insignificant (p > 0.05).
Relating service quality to intentions for informed students
Among informed students, multiple regression analysis was performed for behavioural intention. Enter method was used to feed all IVs together. The model containing four IVs, one DV was found to be significant [F (4, 140) = 22.336, p < 0.001] indicating the model fit (Table 5 ). The percentage variance explained by this model was 0.390, i.e., 39%. In fact, it concludes that behavioural intention among students who are informed and aware about university is explained up to 39% by all these four independent variables. Note: *significant at p < 0.05 level. In addition to this, it was found that the all the IVs have VIF values lower than ten indicating the absence of the issue of multi-collinearity in data. Moving ahead, Table 6 depicted that HEdPERF dimensions such as non-academic aspects (p < 0.05, t = 3.365; = 0.346) and non-academic aspects (p < 0.05, t = 2.070; = 0.186) were significant determinant of behavioural intentions. In fact, SERVQUAL dimension-reliability was found to be significant positive (p < 0.1, t = 1.837; = 0.147). However, SERVPERF dimension such as empathy was found to be insignificant (p > 0.05). Note: *significant at p < 0.05 level; **significant at p < 0.1 level; VIF= variance inflation factor.
Findings, discussion and implications of study
Understanding the relationship between service quality perceptions of students and their behavioural intention is essential in the context of media proliferation and easy access of any information related to university. And thus, it is theoretically and managerially important to test the said relationship for students who are informed compared to those who are unaware about university. The findings of the hypotheses testing are summarised in Table 7 . Finings suggests that service quality has positive impact on behavioural intentions. Students who well informed due to universities' efforts in marketing communication and its relevant attributes are very vocal about the non-academic aspects of service quality. The finding of the study matches with assumptions made by Firdaus (2005) who also suggested that access with all possible information helps in re-enforcing the positive attitude towards service quality. However the study by Firdaus (2005) was just an attempt to validate the scale on HEdPERF so cannot be compared for similarity or contradiction of result purpose. Previously the dimensions like curriculum, services and facilities have been linked with student satisfaction (Marimon et al., 2017) , however no study has linked academic aspects, non-academic aspects, reliability and empathy with behavioural intention of students. Non-academic aspects of SQ contributes majorly in behavioural intention because of students are aware about academic aspects through communication, counselling program of university, leaflets, etc. But they are unaware about non-academic aspects such as confidentiality of information, freedom, knowledge of system/process, complaints resolution efficiency which they evaluate once they enrol themselves in university. Therefore, academic aspects do not make any significant contribution.
In fact, students do not value much the one of the SERVPERF dimensions, i.e., empathy. Private universities are continuously increasing their students' intake to sustain the operations, and importantly university regulatory bodies have not fixed the student-support ratio like faculty-student ratio. Therefore, students are not getting any personal attention or satisfaction of their individualised needs. It is important for higher education institutions to develop the processes for offering better services by which the need of students can be satisfied (Vrana et al., 2015) . Moreover, students have maximum encounter with the institute and its staff than the university staff which leads to make empathy unimportant to them. In fact, they have all basic information needed and therefore they have least confusions and queries. Similarly, students do not value reliability as they do not much concerned about promise keeping by university staff, their timely service with sympathy.
For education service providers, it is therefore imperative to develop strategies that focus on reinforcing students' non-academic aspects in driving more positive WOM and recommendation. In other words, higher institutions services providers should consider technical (academic) and functional (non-academic) aspects of services quality to ensure positive outcome (Teeroovengadum et al., 2016) . University may highlight certain non-academic aspect related behaviours in their communication. They do also provide the basic information about support staff and their services to make students more informed. An attention is to be paid by higher education marketing managers in developing a formal information structure for potential students through promises and message content (Sultan and Wong, 2012) .
Students who are unaware about university attributes leading to their expectations grounded, they may be delighted through encounters while consuming services in university. Therefore, they spread WOM and would talk among their peer group about non-academic and academic aspects of service quality. The non-academic aspects are more prone to evaluate based on outcome quality than academic quality which is credence to some extent . Thus, the satisfaction resulted is more due to non-academic aspect of service quality. The finding by Ali et al. (2016) also revealed similar findings and suggested that service quality lead to student satisfaction and improves loyalty towards service provider. So, university service designers must enhance experience with service encounters administrative process. This study also helps universities on resource allocation. According to for academic aspects, students would have positive intentions if the qualitative and reputed programmes are offered with many choices in specialisations, with quality faculty support, etc. University marketers must develop academic related attributes for differentiation. They can use social media and Youtube for communication about how lecturing is taking place in university. In fact, the consistent quality provision in term of session delivery is also important.
Present study tries to contribute service quality literature in higher education context by proposing a model to test the relationship between the dimensions like academic aspects, non-academics aspects, reliability and empathy with regards to behavioural intentions. Past attempts have barely linked these dimensions and are just limited to scale development or scale validation. In addition it also contributes the service quality literature in higher education by investing the relationship with regards to information point of view. In sum, the contribution of this study is twofold, firstly it propose the relationship with dimensions of HEdPERF in service quality to link intentions of students and secondly moderating role played by information in the relationship between academic aspects, non-academic aspects, reliability and empathy to intention tested statistically.
Limitations and future scope
There are following limitations of this research. First, only Ganpat university students are included in to the sample, the results may differ for other universities. This research only focused on students from private universities, for public university it results may be differing. Second, this university providing few degrees or disciplines, inclusion of a broader range of degrees would make the conclusions more generalisable. Third, our research mainly focuses on the students' point of view on the service quality of higher education and ignored the viewpoint of other university members like; administrative staff, professors or the management and direction which should be analysed in future research.
Future research should also be focused to study on service quality expectations not only from students' perspective but also from a service provider perspective (Houston and Rees, 1999) . Moreover, the assessment of service quality by students should not be made merely on few selected questions, but they should also be provided with the opportunity to comment on all issues and aspects regarding the education received.
